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The field of marketing plays a crucial role in the success and growth of businesses, especially in the highly competitive hospitality industry. Effective marketing strategies enable organisations to understand and meet the needs and preferences of their target audience, differentiate themselves from competitors, and drive customer engagement and loyalty. This essay will focus on comparing the marketing methods and strategies of two multinational hotel brands: Moxy Hotel and Six Senses Hotel.
Moxy Hotel, a brand owned by Marriott International, is recognized for its innovative and energetic approach to hospitality, targeting millennial and Gen Z travellers seeking unique experiences and a vibrant social atmosphere (Marriott International, 2021). Moxy Hotel was launched in 2014 and has since experienced remarkable growth and expansion in various global locations around the world.
Moxy Hotel was conceptualized as a response to the evolving preferences and needs of the younger generation of travellers. The concept was developed through a collaboration between Marriott International and the Inter Hospitality Group (IHG), blending Marriott's expertise in hospitality with IHG's knowledge of lifestyle branding (Marriott International, 2021). One of the key milestones in Moxy Hotel's marketing approach was its emphasis on embracing technology and digital platforms to connect with its target audience (Chaffey & Ellis-Chadwick, 2019).
[bookmark: _Int_0sosmxQ1]Six Senses Hotel is renowned for its luxury wellness offerings and commitment to sustainability. The brand focuses on providing transformative experiences that integrate wellness, sustainability, and luxury hospitality. With a presence in various scenic destinations, Six Senses Hotel caters to discerning travellers seeking rejuvenation and a holistic approach to travel.
Six Senses Hotel was founded in 1995 with an emphasis on delivering extraordinary experiences rooted in wellness and sustainability (Six Senses Hotels Resorts Spas, 2021). An important milestone in Six Senses Hotel's marketing approach was its early recognition of the growing demand for sustainable and responsible tourism (Perez-Quinones et al., 2020).

Moxy Hotel's marketing strategies have been geared towards capturing the attention and loyalty of millennial and Gen Z travellers. In its initial stages, the brand focused on building a strong online presence and leveraging social media platforms to create a sense of community among its target audience (Dey, 2019).    
Moxy Hotel also adopted a unique approach to branding by partnering with local artists and designers to create visually striking and Instagram-worthy spaces within their hotels. This strategy aimed to appeal to the younger generation's desire for authenticity, local experiences, and aesthetic-driven travel (Marriott International, 2021). By aligning the brand with contemporary art and design, Moxy Hotel differentiated itself from traditional hotel chains and positioned itself as a lifestyle brand that offers more than just accommodation (Pride & Ferrell, 2019).




Six Senses Hotel's marketing strategies have revolved around promoting the idea of transformative travel that combines luxury, well-being, and environmental consciousness (O'Cass & Fenech, 2003). Six Senses Hotel has highlighted its sustainable practices, such as renewable energy usage, water conservation initiatives, and support for local communities, to appeal to environmentally conscious travellers seeking authentic and responsible experiences (Perez-Quinones et al., 2020).
Moxy Hotel’s focus on creating vibrant social spaces, incorporating local art and design, and embracing technology has resonated with its target audience. Moxy Hotel's emphasis on offering unique experiences and fostering a sense of community has set it apart from traditional hotel chains. According to a study conducted by Aaker and Keller (2012), successful market positioning involves identifying and fulfilling the unique needs of a specific target market. Moxy Hotel has successfully positioned itself as a hub for socializing, networking, and creating memorable moments for its guests.
Six Senses Hotel has positioned itself as a luxury wellness brand that integrates sustainability, holistic wellness, and authentic experiences. The brand has captured a distinct segment of the market by catering to affluent travellers who prioritize their well-being and seek environmentally conscious experiences.
Market positioning involves creating a unique and favourable perception of a brand in the minds of consumers (Kotler & Armstrong, 2017). Six Senses Hotel has successfully differentiated itself by emphasizing its commitment to sustainability and responsible tourism (Perez-Quinones et al., 2020). This positioning enables Six Senses Hotel to command premium pricing and attract a clientele that values luxury and sustainability (Fill, 2011). 

Segmentation, targeting, and positioning are crucial components of effective marketing strategies. By understanding their target market, hotel brands can tailor their offerings and communications to meet the specific needs and preferences of different customer segments (Smith & Chaffey, 2005). Moxy Hotel identifies key characteristics and preferences of the target segment, such as their desire for social experiences, affordability, and unique aesthetics (Dey, 2019). By segmenting the market based on age, lifestyle, and values, Moxy Hotel can design experiences and amenities that resonate with its target audience (Lancaster & Reynolds, 2005). Six Senses Hotel, on the other hand, focuses on psychographic and behavioural 
segmentation (Jobber & Ellis-Chadwick, 2019). Six Senses Hotel identifies customers who prioritize their health, personal growth, and sustainability efforts, allowing the brand to tailor its offerings to meet their specific needs (Perez-Quinones et al., 2020)

Moxy Hotel's targeting strategy is centred around attracting millennial and Gen Z travellers who seek affordable yet stylish accommodations with a vibrant social atmosphere (Marriott International, 2021). Six Senses Hotel targets affluent travellers who prioritize luxury wellness experiences and eco-consciousness (Six Senses Hotels Resorts Spas, 2021). Moxy Hotel positions itself as a fun, stylish, and affordable lifestyle brand that offers more than just a place to stay (Dey, 2019). Six Senses Hotel positions itself as a luxury wellness brand that integrates sustainability and holistic well-being (Perez-Quinones et al., 2020).
Effective marketing communications are essential for hotel brands to engage with their target audience and build brand awareness and loyalty. Both Moxy Hotel and Six Senses Hotel utilize various channels and tactics to communicate their brand message (Kumar & Reinartz,2016).

Moxy Hotel emphasizes sustainable practices in its operations, including energy efficiency, waste reduction, and responsible sourcing. These initiatives are reflected in the brand's marketing communications, displaying its commitment to environmental responsibility. Moxy Hotel promotes its efforts to minimize its carbon footprint, reduce water usage, and implement recycling programs (Marriott International, 2021). Six Senses Hotel actively communicates its sustainability initiatives through various marketing channels (Payne & Frow, 2013). The brand highlights its commitment to carbon neutrality, waste management, and the use of renewable energy sources. Six Senses Hotel promotes its efforts to reduce single-use plastics, implement sustainable food sourcing, and support local suppliers and artisans (Perez-Quinones et al., 2020). 

Moxy Hotel and Six Senses Hotel have distinct marketing strategies that cater to different target markets and positioning within the hospitality industry. However, there are also some similarities and differences in their approaches. Both Moxy Hotel and Six Senses Hotel recognizes the importance of providing unique and immersive experiences to their guests. Both brands leverage digital and social media platforms to engage with their target audience.  Moxy Hotel primarily targets millennial and Gen Z travellers seeking trendy and affordable accommodations. On the other hand, Six Senses Hotel caters to affluent travellers seeking luxury wellness experiences and a commitment to sustainability. 
 Moxy Hotel positions itself as a lifestyle brand that provides a social hub for young travellers. In contrast, Six Senses Hotel positions itself as a luxury wellness brand that integrates sustainability and holistic well-being into its offerings. While both brands utilize digital and social media, their messaging and communication strategies differ. Moxy Hotel uses these platforms to display its trendy and social aspects. Six Senses Hotel highlights sustainability, wellness, and eco-consciousness. Based on the analysis of Moxy Hotel and Six Senses Hotel's marketing strategies, several recommendations can be made to enhance their marketing activities and support future growth. 

Both brands can further tailor their marketing communications to individual customer preferences. By leveraging customer data and implementing targeted marketing campaigns, they can create personalized experiences that resonate with their guests on a deeper level. Given the increasing importance of sustainability in the hospitality industry, both brands can further enhance their sustainability initiatives and communicate them effectively to their target audience. Collaborating with influencers who align with the brands' target markets and values can amplify their reach and enhance brand awareness. In addition to social media, both brands can explore other digital marketing channels such as targeted online advertisements, search engine optimization, and content marketing. Encouraging guests to share their positive experiences through user-generated content and online reviews can help build brand advocacy and attract new customers. By implementing these recommendations, Moxy Hotel and Six Senses Hotel can strengthen their marketing efforts, differentiate themselves in the competitive market, and drive future growth.



Moxy Hotel and Six Senses Hotel exemplify different generational and strategic approaches to marketing within the hospitality industry. By continuously adapting their marketing strategies and staying attuned to the evolving needs and preferences of their target markets, both brands can continue to thrive in the competitive landscape and achieve sustained growth.
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